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Abstract 
Customer loyalty has been a subject of investigation for many years in the service industry in 
the more developed countries of the world and in the academic circles with its importance to 
business success being understood by managers. The purpose of this paper is to establish 
how customer satisfaction impacts loyalty amongst subscribers of telecommunications 
services in Nigeria specifically looking at one of the first Mobile communications companies in 
Nigeria (MTN Nigeria).  
Firstly, a model was established to represent the relationship between customer loyalty and 
its influencing factors (customer satisfaction, perceived quality, switching cost).  
Secondly, a survey of questionnaire has been conducted which help to found out that the 
factors service quality which comprises the SERVQUAL dimensions of (Responsivenes, 
Reliability, Assurance, Tangibility and Empathy); perceived product quality, perceived service 
quality, customer satisfaction  have an important impact on customer loyalty on Nigeria's 
mobile telecom industry.  
Thirdly, separating these factors into 3 groups through investigate the performance of 
customer loyalty in MTN Nigeria. At last, some recommendations were given to MTN Nigeria. 
Key words: customer loyalty; customer satisfaction; perceived quality; customer value; 
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Chapter 1 Introduction 
Background of the research 
Competition in the Nigerian Mobile Telecommunications market is fierce, so much so that 
customer loyalty has become a critical factor in the long-term business profits of the 
operators. Customer loyalty for existing operators in the industry acts as barrier to entry for 
intending entrants into the same market. Customer satisfaction derived from high service 
quality  contributes to customer loyalty, ultimately helping to reduce marketing costs.  
 
It appears that the number of loyal customers is a sign of market share is more meaningful 
and significant than the number of customers. The more the loyal customers a business has, 
the higher the profits that accrue to the business. Loyal customers will continue to purchase 
or receive the product or service from the same enterprises, and are always more willing to 
pay higher prices for the quality products and  services, thereby increasing sales revenue. So 
at this point many enterprise managers focus on marketing management aspects to improve 
customer loyalty in order to gain the competitive advantage in the fierce competition. The 
importance of the customer loyalty has been identified by many researchers and 
academicians in past years. So does in the mobile telecommunication industry in Nigeria.  
 
As the mobile telecommunication market in Nigeria is being saturated, the growth rate seems 
to be flat lining. This situation now forces the mobile telecommunication companies to not 
only promote their service quality, but also revolutionize their marketing  strategy; making 
their existing customers more loyal. (Long-Yi Lin; Jen-Chun Chien,2004) 
 
The importance of customers in the Telecommunication industry the world over, cannot be 
overemphasized. The strategy therefore is to attract and retain them with services same as or 
even better than competition. The biggest  issue for managers of telecommunications service 
providers is therefore how to improve customer loyalty. Therefore, the customer loyalty is 
playing a significant role in the telecommunication market competition.   
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Loyalty from customers is highly desirable in the telecoms industry. 
According to a survey done on customer service, by the American Management Association 
(AMA), loyal customers account for 65% of a typical company's sales volume. 
 It costs 5 times more to find a new customer than to keep an existing customer happy. 
 It takes 12 good service experiences to overcome a single bad one. 
 7 out of 10 customers who switch to the competition do so because of poor service  
 91% of unhappy customers won‟t buy again from the company that displeased them  
 And unhappy customers will not only defect, they will grumble to at least 9 of their 
friends.    
(Schmidt, 2006) 
 
The research problem discussion 
Previous research work exists on customer loyalty in the Telecoms industry from countries 
such as France, Germany and South Korea. 
In the German experience, Gerpott in his (2000) paper suggests that the network quality, 
which is reflected in excellent indoor and outdoor coverage and in the clarity of voice 
reproduction without any connection break-downs; cost of network access; customer service 
and (2) in the course of interactive activities initiated by the network operator (e.g., 
presentation of an invoice) have an important impact on customer loyalty in Germany market.  
For the French mobile telecoms user, Lee (2001) considered pricing, area coverage, clarity of 
sound, access to provider, precision of billing service and perceived difficulty to switch to be 
the main factors which have impact on customer loyalty.  
Ahn (2006) says rate of dropped calls (percentage of abnormally terminated calls), the 
number of complaints, suspended status etc are impacting negatively the customer 
retention/loyalty in the South Korean telecom market.  
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1.2.1 The History of Nigeria mobile telecom market  
Telecommunications facilities in Nigeria were first established by the British Colonial 
Administration in 1886. This was in order to ease the discharge of administrative functions. 
This led to the introduction of public telegraph services, linking Lagos the then country capital 
and commercial nerve center by submarine cable along the West coast of Africa through to 
England (Adomi, 2005) 
By 1950, the total number of telephone lines were a mere 15,000 for a population of about 30 
Million. Through the years till 1960 when Nigeria gained Independence from England, the 
telephone lines grew simply to 18,724 for a population of about 40 Million. 
After independence, the ground work to further expand the reach of telecommunications 
services in Nigeria began and also to modernize the network in order to begin catching up 
with the rest of the world. This encouraged Nigerians to subscribe to  the services and saw a 
growth to about 200,000 lines (Adomi, 2005).  
Only the rich in Nigeria could afford to own a telephone line then which included the top 
military men and women, members of the diplomatic corps and top government officials. 
Following this was the establishment of the Nigeria Telecommunications Limited (NITEL) in 
1985 almost a hundred years after the British Administration first brought the facilities to 
Nigeria. 
Prior to the establishment of NITEL in 1985, the then Ministry of Communications in Nigeria 
was saddled with the task of expanding the telecommunications network in Nigeria. This it did 
quite slowly as the waiting list of people wanting to be connected grew to over 10 million as 
recorded by 1998( AISI, 1998). 
NITEL enjoyed a monopoly of the telecommunications industry up until the establishment of 
the Nigeria Communications Commission (NCC) in 1992. Saddled with the responsibility of 
regulating and restructuring the industry, NCC saw to the introduction of Nigeria's first mobile 
phone services, through the joint venture between NITEL and DSL of Canada to form Mobile 
Telecommunications Service (MTS), (Ndukwe, 2005, pp 26). 
It was in January 2001, that the regulatory body NCC, actualised the yearnings of the people 
to join the rest of the world on the mobile telephony spectrum by granting GSM licenses to 
three service providers; MTN Nigeria, Econet Wireless (now Bharti Airtel), and the first 
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national carrier, NITEL (initially MTS, privatised to form Mtel).  
 A second national carrier, Globacom came to life in 2002 after being granted license to 
commence operation. This lead to a rise in the number of thos who enjoyed phone services in 
Nigeria. Ndukwe who was Chairman of the NCC in 2005 reported that between 1998 and 
2000, the number of mobile lines was 35,000 but grew to over 11 million as of March 2005. 
Figures showed an annual growth rate of more than a million lines since 2002. This translated 
to an increase from the total density of 0.4 lines per 100 inhabitants in 1998 to 73.12 lines per 
100 inhabitants currently as at June 2012.  
MTN Nigeria operates a GSM license granted her in September 2001 and it 
is valid till August 2016. It was equally awarded the 3G license in March 
2007 (Abayomi 2011). As at March 2012, MTN has 42,898,581 of the  almost 95 million GSM 
subscribers in Nigeria controlling  45.4% of the telecoms market share (NCC, 2012). 
MTN strongly believes in product innovation which plays an important role in 
keeping its brand very strong in Nigeria. MTN products are tailored towards 
different customers segments and a holistic value proposition. Its pricing plans 
have been targeted towards on-net calling preference, using off-peak capacity, per-second 
plans, disconnection calls to friends and family, XtraConnet which offers 
subscribers opportunity to stay closer to friends and family; XtraCool designed for 
the youth; XtraPro designed for dynamic professionals entrepreneurs, XtraSpecial 
designed specifically for the monthly subscribers, XtraProfit a prepaid plan 
designed for business centers owners; XtraValue which offers convenience and 
opportunity for specialized treatment. Other services MTN renders include MTN 
caller tunex reloaded, MTN Back-up, Video calling, Blackberry, fly connect, 
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Research purpose 
Objective of the study:  
This study investigates how  service quality and customer satisfaction leads to loyalty and 
ultimately profit in the telecommunication industry in Nigeria with a focus on Mobile 
Telecommunication Network (MTN) Nigeria.  
Research questions and objectives were set, alongside the hypotheses that were formulated 
and tested. Descriptive statistics comprising the simple percentage and tables were used for 
data presentation and analysis. 
Inferential Statistics using Crosstab and Chi-Square tests were used in testing our 
hypotheses. The study reveals that service quality has effect on customer satisfaction and 
that there is a positive relationship between service quality and customer satisfaction and this 
in turn leads to loyalty and continued profit.  
The researcher concluded by recommending that organizations should focus more attention 
on service quality, because of its effects on customer satisfaction. To ensure that customer 
satisfaction level is high, organization must first of all know the expectations of the customers 
and how they can meet such expectations.  
Customer satisfaction helps in customer loyalty and retention. It has been discovered that it 
costs more to attract new customer than to retain existing ones. It is also recommended that 
organizations should welcome suggestions from customers and more programmes should be 
designed to measure service quality and customer satisfaction. 
 
1.4 Limitation 
1.4.1 Finiteness of interviewees  
In this study I have  chosen MTN Nigeria Mobile‟s customers as interviewees. A survey of 
their performance from 4 perspectives which have important impact on customer loyalty has 
been conducted. MTN Nigeria was chosen because they are a good representation of the 
mobile telecoms market being the operator with the largest users in Nigeria. Most of the 
survey respondents are from younger generation (between 18years and  50 years old); their 
opinion is a little different from the elders (above 50 years old subscribers).  
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1.4.2 Finiteness of sample 
As at June 2012, Nigeria has more than 98.5 million active mobile telecommunications users 
(NCC, 2012). There is the need for a large sample to test which factors really have important 
impact on customer loyalty in the mobile telecoms industry. Due to the limitation of time and 
energy, only 165 valid answers were received which cannot really stand as a large enough 
sample to find out how the factors tested for influence customer loyalty in the Nigeria mobile 
telecom industry. 
 
1.5 Overview of the thesis 
In this paper, customer loyalty has been defined from two perspectives: (1) re-purchasing the 
same brand products; (2) positive word of mouth. Customer satisfaction (Amine, A., 1998; 
Oliver, 1999; Butcher et al., 2001; Li Liu, 2008), switching cost and corporate image have an 
important impact on customer loyalty. 
 
In chapter 3, four (4) hypotheses were set from these 3 antecedents of loyalty. The 
hypotheses based on specific and concrete operational aspects. They are: service quality 
(H1),  H1a Reliability has a positive influence on customer satisfaction 
H1b Responsiveness has a positive influence on customer satisfaction 
H1c Assurance has a positive influence on customer satisfaction 
H1d Tangibles has a positive influence on customer satisfaction 
H1e Empathy has a positive influence on customer satisfaction 
Hypothesis 2: Perceived Value has a positive relationship with customer satisfaction 
Hypothesis 3:  Customer satisfaction is positively related to customer loyalty 
Hypothesis 4 : Switching cost has a positive effect on customer loyalty 
We use questionnaires to get the first-hand data. 22 questions were asked, drawn for the 
research purpose. It consists by 2 parts: background of the interviewees (gender, age and the 
duration they have been the customer of the operator); the importance of the factors (4 
hypotheses) on customer loyalty. 
The  questionnaire was administered online using website called SurveyMonkey. 
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In Chapter 4 we analyze the data from the questionnaire responses 
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Chapter 2 Literature Review 
2.1 Customer satisfaction 
The definition of customer satisfaction 
Customer Satisfaction is in reality a difficult concept to define being that it is quite subjective, 
from one individual to another. Crompton and Love (1995) say "there is a consensus that 
customer satisfaction is central to success in the delivery of tourist and leisure services, 
satisfaction remains an elusive, indistinct and ambiguous construct".  
There surely can be numerous definitions of customer satisfaction, but no precise definition 
has been put forth. As the foremost driver of customer loyalty, high level of customer 
satisfaction may lead to more loyal customers which can translate to more profit for the 
enterprise. Every enterprise tries to fight for mind space in the customer and the better they 
satisfy the customers wants and need, product-wise or service-wise, the better their chance 
of retaining the customer. 
Some of the works of previous researchers put the definition of customer satisfaction as  an 
observer can only see what goes in and what comes out but not what happened inside. 
Satisfaction may result from a very simple or a complex process involving extensive 
cognitive, affective and other undiscovered psychological and physiological dynamics (Oh & 
Parks, 1997).  
From the work of Oliver (1997), Customer Satisfaction can be defined as customer reaction to 
the state of fulfillment, and customer judgment of the fulfilled state. Usually, many researchers 
conceptualize customer satisfaction as a personal feeling that customers compare perceived 
quality performance with expectations. This kind of conception is represented by Oliver‟s 
(1980) expectancy-disconfirmation framework. He states that customers compare the 
perceived quality of products and service with their prior expectations. The difference 
between expectations and perceived quality is called disconfirmation. If it is positive 
disconfirmation (the expectations are met or exceeded), the consumer is satisfied; if it is 
negative disconfirmation (perceived quality falls short of expectations), and then the customer 
is dissatisfied. The model is future developed by Anderson et al.(1993). 
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 Bitner & Hubbert, (1994); Jones et al. (2000); Bodet, Guillaume, (2008) all suggest that 
customer satisfaction can be defined at two levels; transaction-specific satisfaction and 
overall satisfaction (holistic).  
Transaction-specific satisfaction is concerned with to the consumer‟s dis/satisfaction with a 
discrete service encounter. It based on the individual level, they judgment customer 
satisfaction on a specific purchase occasion. Overall satisfaction on the other hand, refers to 
the consumer‟s overall dis/satisfaction with the organisation based on all encounters and 
experiences with that particular organization. The two concepts are however viewed 
differently by consumers. It is how this leads to purchase and re-purchase intentions that 
matters because the re-purchase is what is indicative of loyalty. 
 ACSI (American Customer Satisfaction Index), SCSB (Swedish Customer Satisfaction 
Barometer) and ECSI (European Customer Satisfaction Index) all  define customer 
satisfaction as overall satisfaction. So here our theoretical framework treats customer 
satisfaction as overall satisfaction. 
 
2.1.2 The definition of perceived Quality of products and service 
 
Understanding, meeting and often times exceeding consumer‟s need is very important for an 
enterprise. Providing high quality products and service helps companies get competitive 
advantage. It is the companies that have products and services that are perceived as being of 
high quality typically that in turn have greater market share, higher return on investment, and 
higher asset turnover than firms which have goods and services perceived as being of low 
quality (Kim et al., 2004). 
  
Quality can be defined as superiority or excellence but perceived quality as the consumer‟s 
judgment about the superiority or excellence of a product or service Zeithaml (1988).  
ACSI (Fornell et al.,1996) say that overall customer satisfaction is a function of Perceived 
Quality, Perceived Value and Customer Expectation. 
The perceived quality has two primary components of consumption experience (I) 
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customization, that is, the degree to which the firm's offering is customized to meet 
heterogeneous customer needs, and (2) reliability, that is, the degree to which the firm's 
offering is reliable, standardized, and free from deficiencies.  
O'Loughlin (2004) thinks that there are two general kind conceptions of perceived quality: 
product quality ((hardware) and service quality (software/ humanware).  
Perceived product quality is the evaluation of recent consumption experience of products. 
Perceived service quality is the evaluation of recent consumption experience of associated 
services like customer service, conditions of product display, range of services and products 
etc. 
 
2.1.3 The definition of perceived value 
Value is the consumer‟s overall assessment of the utility of a product based on perceptions of 
what is received and what is given. (Zeithaml 1988) 
Perceived value is thus seen as the perceived level of product quality relative to the price 
paid. For perceived quality, we expect a positive association between perceived value 
increases and customer satisfaction (ACSI:Fornell et al.,1996) 
Perceived value has its root in equity theory, which considers the ratio of the consumer‟s 
outcome/input to that of the service provider‟s outcome/input (Oliver & DeSarbo, 1988).This is 
the customer's evaluation of what he or she thinks is fair, right, or deserved to part with 
monetarily for the offering (Bolton & Lennon, 1999) 
Buyers‟ perceptions of value represent a tradeoff between the quality or benefits they 
perceive in the product relative to the sacrifice they perceive by paying the price. (Monroe 
1990)  
Perceived value is trade-off between what customers receive, such as quality, benefits, and 
utilities, and what they sacrifice, such as price, opportunity cost, time, and efforts (Cronin et 
al., 1997,2000; Keeney, 1999; Zeithaml, 1988) 
 
Comparing these definitions we can find some consensus among them. There is some form 
of tradeoff between what the consumer gives up (price, sacrifice) and what the consumer 
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receives (utility, quality, benefits). (Doods, 1991; Woodruff, 1999; Kashyap & Bojanic, 2000) It 
implies at the same time that when consumers are able to practically evaluate tradeoffs 
between price and quality, perceived overall value may provide the best summary evaluation 
of the experience (Kashyap, 2000). All the value is based on customer perspective. In the 
thesis, we define the customer value as “the perceived level of product quality relative to the 
price paid” (Fornell, 1996).  
 
2.1.4 The relationship among perceived quality, perceived value and customer satisfaction, 
customer loyalty 
 
From the ACSI construct, we see a direct relationship between a customer's perceived 
quality, perceived value and customer satisfaction which inevitably leads to customer loyalty. 
In the thesis we treat overall customer satisfaction, perceived quality and customer value as a 
whole. As ACSI, SCSB informed, the relationship among perceived quality, perceived value 
and customer satisfaction, customer loyalty can be concluded like that perceived quality and 














Figure 1 The relationship among quality, value, satisfaction and loyalty 
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2.2 Customer Loyalty 
2.2.1 The background of customer loyalty  
We think there are three factors that can lead to customer loyalty. The first one is the 
customer satisfaction (Amine, A., 1998; Oliver, 1999; Butcher et al., 2001; Li Liu, 2008). 
Butcher say the increased loyalty results from high levels of customer satisfaction. Oliver 
describes it more figurative: “satisfaction becomes transformed into loyalty much like a 
caterpillar becomes transformed into a butterfly. After this metamorphosis, the two creatures 
are not the same and share virtually no common characteristics except for their biological 
origins.” The second factor is switch cost. Switching cost is related to the intention that 
customers willing to repurchase. Switching cost is positively related to customer loyalty and 
Fornell (1992) stated that switching cost have impact on the connection between customer 
loyalty and satisfaction. The third one is the Service Quality. Service quality and customer 
satisfaction have mutual effect on each other. And in turn they both have impact on customer 
loyalty 
2.2.2 The concept of customer loyalty 
In the very broad sense of the word, Loyalty can be said to be something that consumers 
exhibit towards a brand, services or product categories. Past research work by scholars has 
shown customer loyalty programmes by companies as the aim to keep a long-term relation 
with their customers. It is one of the most important focus of  companies in today's business 
world. Rosenberg and Czepiel, (1984) indicated that expense of keeping an existing 
customer is less than one sixth of winning a new customer.  
Loyal customers not only increase the value of the business, but they also enable it to 
maintain costs lower than those associated with attracting new customers (Barroso Castro 
and Martı´n Armario, 1999). 
Customer loyalty now is one of the key factors that can help a company win long-term 
success (Andres Kuusik 2007). 
 Customer Loyalty can be seen from the view point of  behavior loyalty and the attitude loyalty 
which actually stems from a loyalty to a brand.  
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Behavior loyalty & Attitudinal Loyalty 
Jacoby and Kyner (1973) both said customer loyalty stems from three or four consecutive 
repeat purchases of the same brand. It comes from a biased behavioural response, time and 
again, with respect to one or more alternative brands in a set of similar brands and this 
results from evaluative decision making processes.   
Other researchers say there may be other situational factors that may inform a consumers' 
loyalty to a brand. Factors such as a particular store loyalty or lower price and a narrow 
assortment of choices to pick from (Amine, 1998). Day (1969) opined that the construct of 
commitment provides a more accurate description of customer loyalty. Jacoby and Kyner say 
it is this commitment that provides the essential basis for distinguishing and assessing the 
varying degrees of brand loyalty.  Though similar, both constructs are distinct, as it is 
commitment that leads to loyalty (Beatty et al., 1988). In support of this notion, Dick and Basu 
(1994) opined that commitment is what serves as a precursor to a loyal attitude of repeat 
purchases. 
 
Attitudinal loyalty is where a customer is naturally predisposed towards a unique brand. It is a 
function of psychological processes Jacoby and Chestnut (1978). Amine (1998) considers the 
commitment toward a brand is the attitudinal loyalty. While Rundle-Thiele (2005) use word of 
mouth as a measure of attitudinal loyalty.  
 
The Relationship between Attitude-behavior loyalty 
Behavioral loyalty suggests that the repeat purchasing of a brand over time by a consumer 
expresses their loyalty, while the attitudinal perspective assumes that consistent buying of a 
brand is a necessary but not sufficient condition to „true‟ brand loyalty (Amine 1998). Like Dick 
and Basu (1994) precisely suggesting that a favorable attitude and repeat purchase were 
required to define loyalty. Behavior loyalty must be complemented with a positive attitude 
towards this brand to ensure that this behavior will be pursued further. Oliver (1999) defines 
loyalty as a deeply held commitment to re-buy or re-patronize a preferred product/service 
consistently in the future, thereby causing repetitive same-brand or same brand-set 
purchasing, despite situational influences and marketing efforts having the potential to cause 
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switching behavior. Dick and Basu (1994) state that, “customer loyalty is viewed as the 
strength of the relationship between an individual‟s relative attitude and their repeat 
patronage”.   
2.3 Switching cost 
2.3.1 Definition and typology  
Fornell (1992) describes Switching cost as the financial, social and psychological burden felt 
by a customer when deciding to switch service subscription from one service provider to 
another. Dick & Basu 1994 also support this definition. 
Pertaining to telecommunications industry and business, Kim (2004) defined switching cost 
as "loss cost, adaptation cost and move-in cost". Kim further explained that Loss cost: the 
perception of loss in social status or performance, when cancelling a service contract with an 
existing carrier; adaptation cost: is the perceived cost of adaptation, such as search cost and 
learning cost; and move-in cost: is the economic cost involved in switching to a new carrier, 
such as the purchase of a new device and the subscriber fee.. Though his research, he 
proved that all the three types of switching cost have influence on consumers‟ intentions to 
stay with their current service provider, explaining more variance than satisfaction.  
 
Other researchers like Jones, MothersBaugh, and Beatty (2002) also argued that there are  
financial and psychological risk when a customer changes a provider. Their study proposed 
six dimensions of switching cost: (1) lost performance costs: perceptions of the benefits and 
privileges lost by switching; (2) uncertainty costs: perceptions of the likelihood of lower 
performance when switching; (3) pre-switching search and evaluation costs: perceptions of 
the time and effort of gathering and evaluating information prior to switching; (4) post-
switching behavioral and cognitive costs: perceptions of the time and effort of learning a new 
service routine subsequent to switching; (5) setup costs: perceptions of the time, effort, and 
expense of relaying needs and information to provider subsequent to switching; and (6) sunk 
costs: perceptions of investments and costs already incurred in establishing and maintaining 
relationship. By two studies, they proved that every one of the six dimensions is associated 
with repurchase intentions and indicates that lost performance costs and sunk costs are more 
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strongly associated with repurchase intentions than others. (Jones et al, 2002) 
 
Burnham et al, (2003) define switching cost as that single costs that consumers of a product 
or service associate with  the process of switching from one provider to another and  
eventually proposed three types of switching costs which drive customer loyalty as : 
procedural, financial, and relational switching costs.   
 Procedural switching costs: consisting of economic risk, evaluation, learning, and setup 
costs, this type of switching cost primarily involves the expenditure of time and effort. 
 Financial switching costs: Consisting of benefits loss and financial-loss costs, this type of 
switching cost involves the loss of financially quantifiable resources. 
 Relational switching costs: consisting of personal relationship loss and brand relationship 
loss costs, this type of switching cost involves psychological or emotional discomfort due to 
the loss of identity and the breaking of bonds.  
 
2.3.2 Switching cost and customer loyalty  
Switching cost is the sum of all costs, be it financial, psychological or relational that a 
customer will encounter when deciding on changing product or service provider. It influences 
the customers' intention to repurchase from the same brand every time and as such has a 
positive influence on customer loyalty. When the switching cost is high, the customer 
repurchase intention is also high.  
From the study by Lee et al.,2001; Jones et al.,2001) we see there is confirmation of the fact 
that switching costs have a direct influence customer loyalty and this adjusts the relationship 
customer satisfaction which leads to the loyalty.. 
 
All in all, a truly loyal customer is one who does (1) repeat purchasing the same brand 
products (2) gives positive word of mouth. These two are indispensible for business success. 
When product and or service patrons are willing to give positive feedback and encourage 
their family and friends to buy from you is what is referred to as positive word of 
mouth(Rundle-Thiele, 2005). Butcher et al. (2001) in their study on service loyalty state 4 
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variations of this  view about positive word of mouth; (1) providing positive word of mouth (2) 
recommending the service to others (3) encourage others to use service (4) being an active 
ambassador, defending the service provider's virtues 
 
Loyalty programmes when introduced do help stabilize an operators  market because the 
loyal customers  become less sensitive to price and the more stable the market, the higher 
profit margins (Muller, E., 1998). This goes to buttress the underlying assumption that 
customer loyalty is a key factor for profitability and business success in the Nigeria mobile 
telecommunication industry. 
 
2.4 CUSTOMER PROFITABILITY 
On customer profitability, Gale (1992) and Fornell (1992) showed that there was higher 
market share growth with increased customer satisfaction, which gives companies the ability 
to charge a higher price, lower  their transaction costs, and a strong link to improved 
profitability. More research studies by researchers Nelson et al., (1992) also demonstrated 
that customer satisfaction is related to higher profitability and proved his findings 
statistically.Futhermore, Andersson et al., (1994) also discovered a significant association 
between customer satisfaction and accounting return on assets. Fornell et al., 1996, found 
out that customer satisfaction is significantly related to firms‟ financial performance.  
Ittner and Larcker, (1998) opine that the volume of business conducted with any business 
enterprise is directly related to customer satisfaction, which in turns affect profitability. 
Other empirical findings further demonstrated that; customer satisfaction has greater 
influence on repurchase intentions and profits for service companies (Edvardsson et al., 
2000b); customer satisfaction affects mind-space of the customer positively, causing them to 
spend more (Braun and Scope, 2003; Keiningham et al., 2003); and customer satisfaction is 
strongly associated with improved share-of –spending (Keiningham 2005). 
All these research findings provide better understanding that customer satisfaction to a large 
extent affects loyalty which in turn may affect repurchase intentions and subsequently 
business profitability. 
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2.5 The Integrative Framework of Theory 
We have develop our own model of customer loyalty which is similar to the ECSI (European 
customer satisfaction index) model, but with some differences: 
 
Figure 2 European customer satisfaction index (1999) 
 
(1) In our thesis we add the “switching cost” as an important factor of customer loyalty. 
Based on the previous researches, switch cost has a significant impact on customer 




From the above model, customer satisfaction is directly affected by service quality, and this in 
turn leads to customer loyalty. Customer satisfaction comes Reliability, Responsiveness, 
Assurance, Empathy and Tangibles. Switching cost not only can affect customer loyalty 
directly but also has influence on the relationship between customer satisfaction and 
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 CHAPTER 3 
     3.1  RESEARCH METHOD  
This study is to investigate the level of Nigerian customer satisfaction of the mobile telecoms 
services and explore how service quality and customer satisfaction leads to loyalty for the 
telecoms operators. When investigating these issues, studies have shown that service 
quality, pricing/billing, customer service and enquiry support are important features of the 
mobile telecoms services (Booz, Allen & Hamilton, 1995, Danaher & Rust, 1996; Bolton, 
1998; Gerpott, 1998; Wilfert, 1999; Kim, 2000; Gerpott et al., 2001; Lee, Lee, & Freick, 2001). 
This study utilizes these variables and therefore creates some hypotheses in its investigation. 
 
To test the hypotheses, the Fornell ACSI framework for customer satisfaction was employed 
to measure the influence/relationship between perceived quality and customer 
satisfaction(H1) 
 
Hypothesis 1: Service quality has a positive relationship with customer satisfaction 
H1a Reliability has a positive influence on customer satisfaction 
H1b Responsiveness has a positive influence on customer satisfaction 
H1c Assurance has a positive influence on customer satisfaction 
H1d Tangibles has a positive influence on customer satisfaction 
H1e Empathy has a positive influence on customer satisfaction 
Hypothesis 2: Perceived Value has a positive relationship with customer satisfaction 
Hypothesis 3:  Customer satisfaction is positively related to customer loyalty 
Hypothesis 4 : Switching cost has a positive effect on customer loyalty 
 
Primary data were collected for this study  via electronic self completion questionnaires ,using 
the online tool SurveyMonkey. This was because I was not physically available in Nigeria to 
conduct the survey (resident in the UK). Questionnaire links were sent to respondents via 
                                                          22    
email and on Facebook. Respondents were spread all over the South West region of the 
country and the data was collected for ten (10) days, August 13th -22nd, 2012 . 
The respondents personal contact of mine and they were encouraged to also involve their 
own contacts who are not known to me to participate in the survey. 
The respondents are also most populated in the cities of Lagos and Ibadan. Lagos city is the 
commercial nerve centre of the country and the telecommunications operators also have their 
headquarters located in this city. This serves as a very good location to test for the variables 
as most of the respondents will be most inclined to using all the services rendered by the 
operators.... 
 
The questionnaire was designed as multiple choice responses for the respondents to rate 
service quality, satisfaction and repurchase intentions. The Five-Level Likert scale was 
employed in the survey design. 
Likert scale, formulated by sociologist Dr. Rensis Likert is used in attitudinal researches the 
world over. It is a psychometric scale used to assess respondent's degree of agreement with 
certain statements or set. They are asked to indicate their level of agreement on an ordinal 
scale. 
The most common of the Likert scales is the 5-point scale which was employed in this survey, 
from the range of “Strongly Disagree” on one end to “Strongly Agree” on the other with 
“Neither Agree nor Disagree” in the middle, (where 1-strongly disagree, 2-disagree, 3-neither 
agree nor disagree , 4-agree, 5-strongly agree).Other questions required the respondent to fill 
in the blank. Higher scores of the indices refer to better performance of that item. 
3.2 SURVEY CONSTRUCT 
A descriptive research method is employed and a survey questionnaire was designed to 
collect the primary data. The survey was developed into two (2) sections. Section A had 
questions on the respondents personal data such as age, gender, employment status, length 
of time with the service provider and the kind of service subscribed to 
 ( i.e. pre-paid or pay-as-you-go and Post-paid or line contract).  
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Section B contained questions on other variable such as their satisfaction with network 
quality, price/billing, customer services and problem solving. 
A five (5) point rating scale was used from "5-very satisfied to 1-very dissatisfied" 
A total of 165 respondents participated in the study. Questionnaire links were sent to 
respondents via email and on Facebook. This was due to the fact that I was not physically 
available in Nigeria (resident in the UK) to administer the survey.  
 
3.3 DATA COLLECTION AND SAMPLE SIZE 
 
A total of 250 questionnaire links were sent out to users of MTN Nigeria's services. The 
respondents were also encouraged to pass the survey questionnaire link to others of the 
contacts in order to get a larger and richer sample size. At the end of the survey period of ten 
(10) days, only 165 responses had been received. This shows a 66% return rate assuming 
only the 250 questionnaires were received and no one successfully got another person to 
participate. Many of the respondents actually gave a feedback of poor internet connectivity 
while answering the survey being that the entire survey was conducted electronically over the 
internet and this could account for the success rate less than 100%. 
From the data collected, the profile of the respondents consists of those between the ages of 
30 - 40 years, which represents about 60% of the total responses received. Second in 
ranking were those between the ages of 21- 29 years (27.3%) and those between the ages 
41-50 years of age (8.5%). A very negligible few were between the ages of 20 years and 
younger, and also 50 years and older. This owes to the fact that those 20 years and younger 
are generally non income earning students whose frequency of use of these telecoms 
services is low. The above 50 are also those who are hardly active on social media sites and 
as such could not participate in the survey. Their responses would have been very useful 
though, if I had been able to travel to Nigeria to administer a physical, paper questionnaire in 
order to capture their opinions.  
 
In the development of the hypotheses, this study tried to identify the effect of customers 
satisfaction that compel the behaviour of loyalty towards telecommunications services 
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providers. This was done taking into account relevant attributes of  service quality, perceived 
quality and switching cost. Each of the service dimensions may have different effects on the 
customer satisfaction and subsequently affecting loyalty to the service provider. 
Kim et al., (2004) show that customer satisfaction is a good predictor of loyalty and is also an 
important factor for establishing long term relationship between a customer and a firm ( 
Anderson and Srinivasan, 2003).  Zeithaml, Berry and Parasuraman, (1996) predict that the 
effect of a consumers  satisfaction with a service provider will motivate them to stay with the 
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CHAPTER FOUR 
4.1                           DATA ANALYSIS AND DISCUSSION  
This chapter discusses the result of the study. The result from the descriptive statistical 
analysis in this study includes demographic characteristics of the respondents and the 
inferential analysis represents the hypotheses testing using Crosstab and Chi-Square. 
 
4.1.1                              FREQUENCY STATISTICS  
A total of 300 questionnaires were administered and collected via Survey Monkey. The data 
collected was analyzed with the Statistical Package for Social Science (SPSS). Table 4.1 
presents the descriptive statistics (frequency statistics) of the independent variables 
(demographics). 
Variables  Frequency Percent Cumulative Percent 
 
    
 17 or younger 3 1.8 1.8 
 18-20 2 1.2 3.0 
 21-29 45 27.3 30.3 
 30-39 99 60.0 90.3 
 40-49 14 8.5 98.8 
 50-59 2 1.2 100 
Gender     
 Male 97 58.8 58.8 
 Female 68 41.2 100,0 
     
 
Response Rate 
A total of 165 responses were received from respondents out of the 300 questionnaires sent out. This 
yielded a response rate of 55% which is good enough for analysis. 
 
Gender of Respondents 
Fig 4.1 below it shows that 68 were female representing 41.2%  and 97 male representing 58.8% 
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Age of Respondents 
Fig 4.2   below show that majority of the respondents (60%) are between the ages of 30 to 39 years,  
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Which of the following categories best describes your employment status? 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Employed 71 43.0 43.0 43.0 
Self-Employed 63 38.2 38.2 81.2 
Unemployed 30 18.2 18.2 99.4 
Retired 1 .6 .6 100.0 
Total 165 100.0 100.0  
 
The table shows the respondents who are in paid employment were the largest number representing 43%, 
followed by those who are self employed at 38.2%, unemployed at 18.2% and the retired amongst the 
respondents as only 0.6%. This shows a fair distribution amongst income levels to show how affordable the 
services are. 
Do you currently have a working mobile or cell phone, or not? 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Yes, I do 163 98.8 98.8 98.8 
No. I do not 2 1.2 1.2 100.0 
Total 165 100.0 100.0  
 
The table shows a very high percentage of those who currently use a mobile phone is recorded at 98.8% of 
the respondents.  This indicates a high usage of the telecommunications services amongst the 
respondents. 
 
How long have you used MTN product/service ? 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Less than 6 months 1 .6 .6 .6 
More than 6 months but less 
than 1 year 
44 26.7 26.7 27.3 
1-3 years 59 35.8 35.8 63.1 
Over 3 years 61 36.9 36.9 100 
     
Total 165 100.0 100.0  
The table shows the length of time the respondents have been using the services of MTN 
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Nigeria. The largest proportion goes to those who have been using MTN for over three years 
at 36.9% 
 
How satisfied are you with the following characteristics of MTN product/service? - Quality - 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Satisfied 97 58.8 58.8 58.8 
Dissatisfied 40 24.2 24.2 83.0 
Neither satisfied nor 
dissatisfied 
28 17.0 17.0 100.0 
Total 165 100.0 100.0  
The table shows a high percentage of those who are satisfied with the quality of service 





How satisfied are you with the following characteristics of MTN product/service? - Purchase 
experience -  
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Satisfied 96 58.2 58.2 58.2 
Dissatisfied 40 24.2 24.2 82.4 
Neither satisfied nor 
dissatisfied 
29 17.6 17.6 100.0 




How satisfied are you with the following characteristics of MTN product/service? - Installation 
or first use experience -  
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Satisfied 96 58.2 58.2 58.2 
Dissatisfied 40 24.2 24.2 82.4 
Neither satisfied nor 
dissatisfied 
29 17.6 17.6 100.0 
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How satisfied are you with the following characteristics of MTN product/service? - Installation 
or first use experience -  
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Satisfied 96 58.2 58.2 58.2 
Dissatisfied 40 24.2 24.2 82.4 
Neither satisfied nor 
dissatisfied 
29 17.6 17.6 100.0 




How satisfied are you with the following characteristics of MTN product/service? - After 
purchase service (customer service, etc.) -  
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Satisfied 96 58.2 58.2 58.2 
Dissatisfied 40 24.2 24.2 82.4 
Neither satisfied nor 
dissatisfied 
29 17.6 17.6 100.0 
Total 165 100.0 100.0  
 
 
How satisfied are you with the following characteristics of MTN product/service? - Repeat 
purchase experience -  
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Satisfied 96 58.2 58.2 58.2 
Dissatisfied 40 24.2 24.2 82.4 
Neither satisfied nor 
dissatisfied 
29 17.6 17.6 100.0 
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How satisfied or dissatisfied are you with the Professionalism of MTN  employees? - 
Helpfulness of staff -  
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Satisfied 96 58.2 58.2 58.2 
Dissatisfied 40 24.2 24.2 82.4 
Neither satisfied nor 
dissatisfied 
29 17.6 17.6 100.0 








How satisfied or dissatisfied are you with the Professionalism of MTN  employees? - 
Friendliness of staff -  
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Satisfied 96 58.2 58.2 58.2 
Dissatisfied 40 24.2 24.2 82.4 
Neither satisfied nor 
dissatisfied 
29 17.6 17.6 100.0 




How satisfied or dissatisfied are you with the Professionalism of MTN  employees? - Treated 
like a valued customer  
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Satisfied 96 58.2 58.2 58.2 
Dissatisfied 40 24.2 24.2 82.4 
Neither satisfied nor 
dissatisfied 
29 17.6 17.6 100.0 
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How satisfied or dissatisfied are you with the Professionalism of MTN  employees? - Treated 
like a valued customer  
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Satisfied 96 58.2 58.2 58.2 
Dissatisfied 40 24.2 24.2 82.4 
Neither satisfied nor 
dissatisfied 
29 17.6 17.6 100.0 




How important was product or service quality in your decision to use MTN Nigeria? 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Important 96 58.2 58.2 58.2 
Not important 40 24.2 24.2 82.4 
Indifferent 29 17.6 17.6 100.0 






How satisfied or dissatisfied are you with the Quality & efficiency of MTN's  products/services? 
- Reputation -  
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Satisfied 96 58.2 58.2 58.2 
Dissatisfied 40 24.2 24.2 82.4 
Neither satisfied nor 
dissatisfied 
29 17.6 17.6 100.0 
Total 165 100.0 100.0  
 
 
How satisfied or dissatisfied are you with the Quality & efficiency of MTN's  products/services? 
- Product/service  
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Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Satisfied 96 58.2 58.2 58.2 
Dissatisfied 40 24.2 24.2 82.4 
Neither satisfied nor 
dissatisfied 
29 17.6 17.6 100.0 




How satisfied or dissatisfied are you with the Quality & efficiency of MTN's  products/services? 
- Billing -  
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Satisfied 96 58.2 58.2 58.2 
Dissatisfied 40 24.2 24.2 82.4 
Neither satisfied nor 
dissatisfied 
29 17.6 17.6 100.0 





How satisfied or dissatisfied are you with MTN's Problem solving procedures? - Handling of 
enquiries -  
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Satisfied 96 58.2 58.2 58.2 
Dissatisfied 40 24.2 24.2 82.4 
Neither satisfied nor 
dissatisfied 
29 17.6 17.6 100.0 
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How satisfied or dissatisfied are you with MTN's Problem solving procedures? - Handling of 
complaints - 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Satisfied 96 58.2 58.2 58.2 
Dissatisfied 40 24.2 24.2 82.4 
Neither satisfied nor 
dissatisfied 
29 17.6 17.6 100.0 
Total 165 100.0 100.0  
 
 
How satisfied or dissatisfied are you with MTN's Problem solving procedures? - Outcome of 
complaints -  
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Satisfied 96 58.2 58.2 58.2 
Dissatisfied 40 24.2 24.2 82.4 
Neither satisfied nor 
dissatisfied 
29 17.6 17.6 100.0 




Thinking of your most recent experience with MTN's product/service, how much  do you agree 
with the following statements? - Claims 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Agree 96 58.2 58.2 58.2 
Disagree 42 25.5 25.5 83.6 
Neither agree nor disagree 27 16.4 16.4 100.0 
Total 165 100.0 100.0  
 
 




Thinking of your most recent experience with MTN's product/service, how much  do you agree 
with the following statements? - Need 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Agree 96 58.2 58.2 58.2 
Disagree 42 25.5 25.5 83.6 
Neither agree nor disagree 27 16.4 16.4 100.0 






















What do you like about MTN products/services?  
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low call rate 15 9.1 9.1 49.0 
friends and family 14 8.5 8.5 57.5 
Awareness 16 9.7 9.7 67.2 
Bbm 12 7.3 7.3 74.5 
customers friendly 12 7.3 7.3 81.8 
efficiency 11 6.7 6.7 88.5 
Adverts 3 1.8 1.8 90.3 
value for money 14 8.5 8.5 98.8 
Internet 2 1.2 1.2 100 
     
Total 165 100.0 100.0  





Thinking of similar products/services offered by other companies, how would you  
compare MTN product/service offered to them? 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Better 97 58.8 58.8 58.8 
Worse 43 26.1 26.1 84.8 
About the same 22 13.3 13.3 98.2 
I dont know 3 1.8 1.8 100.0 







Would you purchase MTN product(s)/service(s) again? 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Definitely 29 17.6 17.6 17.6 
Probably 70 42.4 42.4 60.0 
Not sure 21 12.7 12.7 72.7 
Probably not 7 4.2 4.2 77.0 
Definitely not 38 23.0 23.0 100.0 
























Thinking of your most recent experience with MTN's product/service, how much  do you agree 
with the following statements? price 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Agree 96 58.2 58.2 58.2 
Disagree 42 25.5 25.5 83.6 
Neither agree nor disagree 27 16.4 16.4 100.0 
Total 165 100.0 100.0  
 
 
Did you recieve any follow-up contact from MTN after the resolution of 
your  complaint? 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Yes 100 60.6 60.6 60.6 
No 65 39.4 39.4 100.0 





What kind of problems occurs the most for which you had to contact MTN  customer 
care/service department? 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Billing 2 1.2 1.2 1.2 
How likely are you to recommend MTN Nigeria services to people you know ? 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Likely 101 61.2 61.2 61.2 
Not likely 64 38.8 38.8 100.0 
Total 165 100.0 100.0  
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Activation of product 90 54.5 54.5 55.8 
Deactivation of product 2 1.2 1.2 57.0 
Information of value added 
services 
8 4.8 4.8 61.8 
Network problem 58 35.2 35.2 97.0 
Expected values 2 1.2 1.2 98.2 
Not applicable 3 1.8 1.8 100.0 
Total 165 100.0 100.0  
 
 
How do you contact MTN ? - Face 2 Face - Customer Care Shop 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid face 2 face 85 51.5 51.5 51.5 
Telephone 24 14.5 14.5 66.1 
Email 12 7.3 7.3 73.3 
Text/SMS 42 25.5 25.5 98.8 
Others 2 1.2 1.2 100.0 
Total 165 100.0 100.0  
 
 
How do you contact MTN ? - Face 2 Face - Customer Care Shop 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid face 2 face 85 51.5 51.5 51.5 
Telephone 24 14.5 14.5 66.1 
Email 12 7.3 7.3 73.3 
Text/SMS 42 25.5 25.5 98.8 
Others 2 1.2 1.2 100.0 
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Among those who rated service quality as important, there was 100% customers satisfaction compared to 
0 and 3.4% among those who rated not important and indifferent respectively. The p-value is (.000) which 
is less than 0.05, this implies that Hypothesis 1 has a significant relationship between product or service 







VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? - Quality - 
STATISTICS 
How important was product or 
service quality in your decision 
to use MTN Nigeria? 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           IMPORTANT   100        0          0 100 
                   NOT IMPORTANT      0     97.5        2.5 100 
                          INDIFERRENT      3.4  3.4      93.1 100 
     
X2  = 303.635a 
DF = 4 
 P = .000 
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Among those who rated Reliability as important, there was 100% customers satisfaction compared to 0 
and 3.4% among those who rated not important and indifferent respectively. The p-value is (.000) which is 
less than 0.05, this implies that Hypothesis 1 has a significant relationship between product or service 












VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? - Quality   
STATISTICS 
Thinking of your most recent 
experience with MTN's 
product/service, how much do 
you agree with the following 
statements? - Claims 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           AGREE   100        0          0 100 
                         DISAGREE      0     92.9          7.1 100 
   NEITHER AGREE NOR    
DISAGREE  
   3.7      3.7      92.6 100 
     
X2  = 285.570a 
DF = 4 
 P = .000 
 
 














Among those who rated Responsiveness  as important, there was 100% customers satisfaction compared 
to 0 and 3.4% among those who rated not important and indifferent respectively. The p-value is (.000) 
which is less than 0.05, this implies that Hypothesis 1 has a significant relationship between product or 







VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? - Quality 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     97.5          2.5 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     3.4      3.4       93.1 100 
     
X2  = 303.635a 
DF = 4 
 P = .000 
 
 















Among those who rated Assurance  as important, there was 100% customers satisfaction compared to 0 
and 3.4% among those who rated not important and indifferent respectively. The p-value is (.000) which is 
less than 0.05, this implies that Hypothesis 1 has a significant relationship between product or service 






VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Quality 
STATISTICS 
How satisfied or dissatisfied 
are you with the 
Professionalism of MTN 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0      97.5         2.5 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     3.4     3.4        93.1 100 
     
X2  = 303.635a 
DF = 4 
 P = .000 
 
 














Among those who rated Tangibles  as important, there was 100% customers satisfaction compared to 0 
and 3.4% among those who rated not important and indifferent respectively. The p-value is (.000) which is 
less than 0.05, this implies that Hypothesis 1 has a significant relationship between product or service 







VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Quality 
STATISTICS 
How satisfied or dissatisfied 
are you with the 
Professionalism of MTN 
employees? Staff appearance 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0      97.5         2.5 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     3.4       3.4        93.1 100 
     
X2  = 303.635a 
DF = 4 
 P = .000 
 
 









Among those who rated Empathy  as important, there was 100% customers satisfaction compared to 0 and 
3.4% among those who rated not important and indifferent respectively. The p-value is (.000) which is less 
than 0.05, this implies that Hypothesis 1 has a significant relationship between product or service quality 












VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? –  Quality 
STATISTICS 
How satisfied or dissatisfied 
are you with the 
Professionalism of MTN 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0      97.5         2.5 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     3.4       3.4        93.1 100 
     
X2  = 303.635a 
DF = 4 
 P = .000 
 
 










There is a 100% customer satisfaction for perceived value and 0% for disagree and 3.7 % for indifference. 












VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? –  Quality 
STATISTICS 
Thinking of your most recent 
experience with MTN's 
product/service, how much do 
you agree with the following 
statements?   - Product/service 
was worth the purchase price 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                          AGREE   100        0          0 100 
                         DISAGREE      0      92.6         7.1 100 
NEITHER AGREE  NOR 
DISAGREE 
    3.7       3.7        92.6 100 
     
X2  = 285.570a 
DF = 4 
 P = .000 
 
 




HYPOTHESIS 3: QUESTION 7 & 18: CROSSTABS 
 
 
There is 95% indication of a strong relationship between customer satisfaction and loyalty with a p. value 
of .000 giving it strong significance. This makes the hypothesis hold as true 
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? –  Quality 
STATISTICS 
How likely are you to 
recommend MTN Nigeria 
services to people you know? 
SATISFIED 
 
   (%) 
DISSATISFIED 
 








                         LIKELY   95.0        4.0          1.0 100 
                         NOT LIKELY     1.6      56.3         42.2 100 
X2 = 141.608a 
DF = 2 
 P = .000 
 
 









There is a high percentage 69.3% of likelihood that those satisfied with the services of MTN will continue 
to give a positive word of mouth feedback which supports the hypothesis that switching cost has a positive 
effect on loyalty and the p. value of .000 gives it good statistical significance which supports it as true. 
 
 
It is clear from the results of the analysis that all the hypotheses are positive and highly significant when 










     
VARIABLE Would you purchase MTN product(s) service(s) again? STATISTICS 
How likely are you to 
recommend MTN Nigeria 
services to people you 
know? 







                         LIKELY 28.7 69.3 1.0    0 1.0 100 
                       NOT LIKELY     0  31.3 10.9 57.8 100 100 
X2 = 156.888a 
DF = 4 
 P = .000 
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CHAPTER FIVE 
5.1 SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 
 
This chapter provides a general discussion of the results of the previous chapter while 
attempting to answer the research question based on theory for which the study was 
done. The implications of the results for corporate policy makers will also be 
discussed.  
5.1.1 Summary of the Study  
The study was carried out to investigate the effect customer loyalty has on 
relationship between service quality and customer loyalty in  
the Mobile Telecommunication industry in Nigeria with a look at the customers of MTN 
Nigeria.  
Will service quality increase customer satisfaction among mobile phone users in 
Nigeria? 
The Pearson Chi-Square test was made on these hypotheses to check their validity. 
H1 Service quality has a positive influence on customer satisfaction 
H1a Reliability has a positive influence on customer satisfaction 
H1b Responsiveness has a positive influence on customer satisfaction 
H1c Assurance has a positive influence on customer satisfaction 
H1d Tangibles have a positive influence on customer satisfaction 
H1e Empathy has a positive influence on customer satisfaction 
 
Based on the results obtained from testing hypotheses H1, H1a, H1b, H1c, H1d, and 
H1e, it can be concluded that service quality has a positive impact on customer 
satisfaction. 
Considering these findings of the study in chapter four above, the five service quality 
dimensions all show statistical significance and are positively related to overall 
service quality and are indeed drivers of service quality which in turn has an impact 
on customer satisfaction. 
 
 
First of all, the perception of service quality was analyzed by testing 
the five dimensions of service quality against customer satisfaction which help to  
define the perceptions that customers 
have of a provider's  service. These results show what the customer's expectations 
are.  
Also the impact of  overall service quality was analyzed against customer 
satisfaction. 
From the  study, it is evident that  the five dimensions is perceived to be 
important to the respondents and the resultant p.value  of 0.000 which is less than 
0.05 show significance to the relationship thereby supporting the hypotheses.  
This gives a confirmations of what the customers expect of their service providers. 
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Kim and Kim (2001) opine that a proper understanding of customers expectation in 
the quality of service being offered to them is what a provider needs in order to be 
able to actually deliver. This will in turn create business success for the service 
provider from the delivery of such superior service quality (Parasuraman et al., 1988).  
This is supported by  Wilson et al (2008) when they also say that “service quality will 
be the dominant element in customers‟ evaluations”.  
 
   
5.2 Conclusions of the Study 
The conclusions that  were drawn from this study are that  the service quality  
variables: Responsiveness, Reliability, Assurance, Tangibles and Empathy have a 
positive impact on customer loyalty because of satisfaction. 
The more satisfied a customer is with the services offered them by mobile  
network operators, the more likely to be loyal to the provider they become. 
The switching cost also has a direct relationship with customer satisfaction and 
loyalty, therefore satisfied customers are less likely to consider defecting to another 
service provider. 
5.3 Recommendations for the Corporate Decision Makers 
It is clear that customers desire and demand high quality of service from service 
providers if they are to remain loyal to their brand and so from the above conclusions, 
the following corporate policy recommendations are suggested.  
 
Firstly, total quality improvement shoud be made by the telecom operators to the 
quality of mobile services offered to customers if they intend to keep their market 
share and brand loyalty. This is because, service quality has been found to impact 
positively on Customer Loyalty.  
Secondly, mobile telecommunication operators like MTN Nigeria should continue to 
feel the pulse of their customers by actually carrying out such surveys as was done 
with this study in order to gain knowledge of their customers behavioural intentions 
and also their ability to target them with promotions that will promote customer 
satisfaction, thereby achieving customer loyalty. 
Finally,  recommendation for more capital investment be made into  
the expansion of service network and more equipment upgrade to support valued 
added services which will ensure reliable mobile telecommunication services at all 
times. Rural telephony is almost non- existent in remote parts of the country and the 
first provider to spread so widely will further capture market share and also improve 
their profitability. So it is strongly recommended for MTN and other telecom providers 
to quickly but strongly expand with high quality services to those area. 
The Nigeria Communications Commission (NCC) can start to impose penalties on 
mobile operators which fail to achieve a certain standard level of service quality and 
also encourage the quick implementation of rural telephony in Nigeria 
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VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? - Price 
STATISTICS 
How important was product or 
service quality in your decision 
to use MTN Nigeria? 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           IMPORTANT   100        0          0 100 
                   NOT IMPORTANT      0     97.5        2.5 100 
                          INDIFERRENT      0  3.4      96.6 100 
     
X2  = 310.954a 
DF = 4 
 P = .000 
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VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? - Purchase experience  
STATISTICS 
How important was product or 
service quality in your decision 
to use MTN Nigeria? 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           IMPORTANT   100        0          0 100 
                   NOT IMPORTANT      0     100          0 100 
                          INDIFERRENT      0      0       100 100 
     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? - Usage experience  
STATISTICS 
How important was product or 
service quality in your decision 
to use MTN Nigeria? 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           IMPORTANT   100        0          0 100 
                   NOT IMPORTANT      0     100          0 100 
                          INDIFERRENT      0      0       100 100 
     
X2  = 330.000a 
DF = 4 
 P = .000 
 
 
X2  = 330.000a 
DF = 4 
 P = .000 
 
 










VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? - After purchase service (customer service, 
etc.)  
STATISTICS 
How important was product or 
service quality in your decision 
to use MTN Nigeria? 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           IMPORTANT   100        0          0 100 
                   NOT IMPORTANT      0     100          0 100 
                          INDIFERRENT      0      0       100 100 
     
X2  = 330.000a 
DF = 4 
 P = .000 
 
 




VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? - Quality   
STATISTICS 
Thinking of your most recent 
experience with MTN's 
product/service, how much do 
you agree with the following 
statements? - Claims 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           AGREE   100        0          0 100 
                         DISAGREE      0     92.9          7.1 100 
   NEITHER AGREE NOR    
DISAGREE  
   3.7      3.7      92.6 100 
     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? - Price 
STATISTICS 
Thinking of your most recent 
experience with MTN's 
product/service, how much do 
you agree with the following 
statements? - Claims 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           AGREE   100        0          0 100 
                         DISAGREE      0     92.9          7.1 100 
   NEITHER AGREE NOR    
DISAGREE  
   3.7      3.7      92.3 100 
     
X2  = 285.570a 
DF = 4 
 P = .000 
 
 
X2  = 293.208a 
DF = 4 
 P = .000 
 
 
























VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? - Purchase experience  
STATISTICS 
Thinking of your most recent 
experience with MTN's 
product/service, how much do 
you agree with the following 
statements? - Claims 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           AGREE   100        0          0 100 
                         DISAGREE      0     95.2          4.8 100 
   NEITHER AGREE NOR    
DISAGREE  
     0      0      100 100 
     
X2  = 311.305a 
DF = 4 
 P = .000 
 
 
























VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? - Usage experience  
STATISTICS 
Thinking of your most recent 
experience with MTN's 
product/service, how much do 
you agree with the following 
statements? - Claims 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           AGREE   100        0          0 100 
                         DISAGREE      0     95.2          4.8 100 
   NEITHER AGREE NOR    
DISAGREE  
     0      0      100 100 
     
X2  = 311.305a 
DF = 4 
 P = .000 
 
 
























VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? - Installation or first use experience  
STATISTICS 
Thinking of your most recent 
experience with MTN's 
product/service, how much do 
you agree with the following 
statements? - Claims 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           AGREE   100        0          0 100 
                         DISAGREE      0     95.2          4.8 100 
   NEITHER AGREE NOR    
DISAGREE  
     0      0      100 100 
     
X2  = 311.305a 
DF = 4 
 P = .000 
 
 





VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? - After purchase service (customer service, 
etc.) 
STATISTICS 
Thinking of your most recent 
experience with MTN's 
product/service, how much do 
you agree with the following 
statements? - Claims 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           AGREE   100        0          0 100 
                         DISAGREE      0     95.2          4.8 100 
   NEITHER AGREE NOR    
DISAGREE  
     0      0      100 100 
     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? - Repeat purchase experience  
STATISTICS 
Thinking of your most recent 
experience with MTN's 
product/service, how much do 
you agree with the following 
statements? - Claims 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           AGREE   100        0          0 100 
                         DISAGREE      0     95.2          4.8 100 
   NEITHER AGREE NOR    
DISAGREE  
     0      0      100 100 
X2  = 311.305a 
DF = 4 
 P = .000 
 
 
X2  = 311.305a 
DF = 4 
 P = .000 
 
 
























VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? - Quality 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     97.5          2.5 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     3.4      3.4       93.1 100 
     
X2  = 303.635a 
DF = 4 
 P = .000 
 
 









































VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Purchase  experience 
STATISTICS 









How satisfied or dissatisfied 
are you with MTN's Problem 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0      0       100 100 
     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Installation of first use experience 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0      0       100 100 
     
X2  = 330.000a 
DF = 4 
 P = .000 
 
 
X2  = 330.000a 
DF = 4 
 P = .000 
 
 
























VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Usage experience 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0      0       100 100 
     
X2  = 330.000a 
DF = 4 
 P = .000 
 
 




VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – After purchase service (Customer service, 
etc.) 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0      0       100 100 
     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? –Repeat purchase experience 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0      0       100 100 
     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Quality 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     97.5          2.5 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     3.4      3.4       93.1 100 
     
X2  = 330.000a 
DF = 4 
 P = .000 
 
 
X2  = 330.000a 
DF = 4 
 P = .000 
 
 
X2  = 303.635a 
DF = 4 
 P = .000 
 
 
























VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Price 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     97.5          2.5 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0      2.5       96.6 100 
     
X2  = 310.954a 
DF = 4 
 P = .000 
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VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Installation or first use experience 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0      100         0 100 
     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Purchase experience 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0      0       100 100 
     
X2  = 330.000a 
DF = 4 
 P = .000 
 
 
X2  = 330.000a 
DF = 4 
 P = .000 
 
 





VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Usage experience 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0      0         100 100 
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – After purchase service (customer service, 
etc.) 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0      0        100 100 
     
X2  = 330.000a 
DF = 4 
 P = .000 
 
 
X2  = 330.000a 
DF = 4 
 P = .000 
 
 




VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Repeat purchase experience 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0      0        100 100 
     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Quality 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 
solving procedures? – 
Handling of complaints 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     97.5          2.5 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     3.4      3.4         93.1 100 
     
VARIABLE How satisfied are you with the following characteristics of MTN 




X2  = 303.635a 
DF = 4 
 P = .000 
 
 
X2  = 330.000a 
DF = 4 
 P = .000 
 
 






How satisfied or dissatisfied 
are you with MTN's Problem 
solving procedures? – 
Handling of complaints 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
    0      0         100 100 
     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Price 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 
solving procedures? – 
Handling of complaints 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     97.5          2.5 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     3.4      3.4         96.6 100 
     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Installation of first use experience 
STATISTICS 
X2  = 330.000a 
DF = 4 
 P = .000 
 
 
X2  = 310.954a 
DF = 4 
 P = .000 
 
 






How satisfied or dissatisfied 
are you with MTN's Problem 
solving procedures? – 
Handling of complaints 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0      0         100 100 
     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Usage experience 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 
solving procedures? – 
Handling of complaints 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0      0         100 100 
     
X2  = 330.000a 
DF = 4 
 P = .000 
 
 
X2  = 330.000a 
DF = 4 
 P = .000 
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VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Quality 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     97.5          2.5 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
    3.4     3.4         93.1 100 
     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Repeat experience purchase 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 
solving procedures? – 
Handling of complaints 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
    0      0         100 100 
     
X2  = 330.000a 
DF = 4 
 P = .000 
 
 
X2  = 303.635a 
DF = 4 
 P = .000 
 
 




VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Purchase experience 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
    0     0         100 100 
     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Price 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     97.5          2.5 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
    0     3.4         96.6 100 
X2  = 330.000a 
DF = 4 
 P = .000 
 
 
X2  = 310.954a 
DF = 4 
 P = .000 
 
 





















     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Installation or first use experience 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
    0     0         100 100 
     
X2  = 330.000a 
DF = 4 
 P = .000 
 
 
























VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Usage experience 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
    0     0         100 100 
     
X2  = 330.000a 
DF = 4 
 P = .000 
 
 
























VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – After purchase service (customer service,etc.) 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
    0     0         100 100 
     
X2  = 330.000a 
DF = 4 
 P = .000 
 
 
























VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Repeat purchase experience 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
    0     0         100 100 
     
X2  = 330.000a 
DF = 4 
 P = .000 
 
 




VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? - Quality 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 
solving procedures? – 
Outcome of complaints 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     97.5          2.5 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
  3.4     3.4        93.1 100 
     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? - Price 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 
solving procedures? – 
Outcome of complaints 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     97.5          2.5 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
  0     3.4        96.6 100 
     
X2  = 303.635a 
DF = 4 
 P = .000 
 
 
X2  = 310.954a 
DF = 4 
 P = .000 
 
 
























VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Purchase experience 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 
solving procedures? – 
Outcome of complaints 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0     0        100 100 
     
X2  = 330.000a 
DF = 4 
 P = .000 
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VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Installation or first use experience 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 
solving procedures? – 
Outcome of complaints 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0     0        100 100 
     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Usage experience 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 
solving procedures? – 
Outcome of complaints 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0     0        100 100 
     
X2  = 330.000a 
DF = 4 
 P = .000 
 
 
X2  = 330.000a 
DF = 4 
 P = .000 
 
 
























VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – After purchase service (customer service, 
etc.) 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 
solving procedures? – 
Outcome of complaints 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0     0        100 100 
     
X2  = 330.000a 
DF = 4 
 P = .000 
 
 
























VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? –Repeat purchase experience 
STATISTICS 
How satisfied or dissatisfied 
are you with MTN's Problem 
solving procedures? – 
Outcome of complaints 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0     100          0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0     0        100 100 
     
X2  = 330.000a 
DF = 4 
 P = .000 
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VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Price 
STATISTICS 
How satisfied or dissatisfied 
are you with the 
Professionalism of MTN  




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0      97.5         2.5 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0     3.4        96.6 100 
     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Quality 
STATISTICS 
How satisfied or dissatisfied 
are you with the 
Professionalism of MTN 




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0      97.5         2.5 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     3.4     3.4        93.1 100 
X2  = 303.635a 
DF = 4 
 P = .000 
 
 
X2  = 310.954a 
DF = 4 
 P = .000 
 
 





















     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Installation or first use experience 
STATISTICS 
How satisfied or dissatisfied 
are you with the 
Professionalism of MTN  




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0      100         0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0      0        100 100 
     
X2  = 330.000a 
DF = 4 
 P = .000 
 
 




VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Purchase experience 
STATISTICS 
How satisfied or dissatisfied 
are you with the 
Professionalism of MTN  




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0      100         0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0     0        100 100 
     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Usage experience 
STATISTICS 
How satisfied or dissatisfied 
are you with the 
Professionalism of MTN  




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0      100         0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0      0       100 100 
     
X2  = 330.000a 
DF = 4 
 P = .000 
 
 
X2  = 330.000a 
DF = 4 
 P = .000 
 
 
























VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – After purchase service (customer service, 
etc.) 
STATISTICS 
How satisfied or dissatisfied 
are you with the 
Professionalism of MTN  




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0      100         0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0      0        100 100 
     
X2  = 330.000a 
DF = 4 
 P = .000 
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VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Quality 
STATISTICS 
How satisfied or dissatisfied 
are you with the 
Professionalism of MTN 
employees? Staff appearance 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0      97.5         2.5 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     3.4       3.4        93.1 100 
     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Repeat purchase experience 
STATISTICS 
How satisfied or dissatisfied 
are you with the 
Professionalism of MTN  




   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0      100         0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0      0        0 100 
     
X2  = 303.635a 
DF = 4 
 P = .000 
 
 
X2  = 330.000a 
DF = 4 
 P = .000 
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VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Purchase experience 
STATISTICS 
How satisfied or dissatisfied 
are you with the 
Professionalism of MTN 
employees? Staff appearance 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0      100         0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0       0        100 100 
     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Price 
STATISTICS 
How satisfied or dissatisfied 
are you with the 
Professionalism of MTN 
employees? Staff appearance 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0      97.5         2.5 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0       3.4        96.6 100 
     
X2  = 310.954a 
DF = 4 
 P = .000 
 
 
X2  = 330.000a 
DF = 4 
 P = .000 
 
 
                                                          92    
 
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Installation or first use experience 
STATISTICS 
How satisfied or dissatisfied 
are you with the 
Professionalism of MTN 
employees? Staff appearance 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0      100         0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0       0        100 100 
     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – After purchase service (customer service, 
etc.) 
STATISTICS 
How satisfied or dissatisfied 
are you with the 
Professionalism of MTN 
employees? Staff appearance 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0      100         0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0       0        100 100 
     
X2  = 330.000a 
DF = 4 
 P = .000 
 
 
X2  = 330.000a 
DF = 4 
 P = .000 
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VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? – Usage experience 
STATISTICS 
How satisfied or dissatisfied 
are you with the 
Professionalism of MTN 
employees? Staff appearance 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0      100         0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0       0        100 100 
     
VARIABLE How satisfied are you with the following characteristics of MTN 
product/service? –  Repeat purchase experience 
STATISTICS 
How satisfied or dissatisfied 
are you with the 
Professionalism of MTN 
employees? Staff appearance 
SATISFIED 
 
   (%) 
DISSATIFIED 
 







                           SATISFIED   100        0          0 100 
                         DISSATISFIED      0      100         0 100 
NEITHER SATISFIED NOR 
DISSATISFIED 
     0       0        100 100 
     
X2  = 330.000a 
DF = 4 
 P = .000 
 
 
X2  = 330.000a 
DF = 4 
 P = .000 
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